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Abstract 
This paper analyses the effect of country-of-origin on beauty products choice. After the analysis of empirical research results, it 
was determined that country-of-origin is of great importance to Lithuanian consumers while choosing beauty products. 
According to research results, three groups of countries-of-origin based on their attractiveness to Lithuanian consumers were 
defined: attractive countries-of-origin (France, Germany), neutral countries-of-origin (Italy, Lithuania), unattractive countries-of-
origin (Russia, Poland and China). 
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1. Introduction 
Consumers purchase various products on the daily basis. While making purchase decisions consumers consider 
many factors of products like brand, quality, price, performance, etc. However, in the contemporary marketplace, 
country-of-origin is considered as one of the most important factors affecting consumer decisions while evaluating 
domestic as well as foreign products. With the increased accessibility of foreign products the role of country-of-
origin is even more significant.  
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The influence of country-of-origin on customer behavior has been a topic of many studies. Sharma (2011) points 
out that many studies concentrate on the effect of country-of-origin on consumers from different countries, based on 
generic product class, product attributes, product type, consumption context, involvement, and product-country 
image congruence. Despite the efforts of researchers to validate and relate the numerous approaches to country-of-
origin, recent reviews still deplore the lack of conceptual, methodological and theoretical transparency (Godey et al., 
2012).   
Many researchers agree that consumers may have different evaluations of products when they want to purchase 
and these evaluations depend on the particular country image. Rezvani et al. (2012) believes that the influence of 
country-of-origin depends on the kind of manufactured goods, consumer perceptions, country-of-origin, level of 
patriotism depending on home country and also demographic factors. However, according to Smaiziene, Vaitkiene 
(2013), it is unclear how the general theoretical attitudes, which define the expression of country-of-origin effect, 
reflect situations in emerging and post-Soviet markets. Also, based on empirical findings of other Lithuanian 
scholars they note that country-of-origin effect in Lithuanian market just partly confirms findings of previous 
research carried in foreign countries.  
Hence, the problem of this research is how country-of-origin impacts consumers’ choice of products. This 
research aims at exploring what effect country-of-origin has on consumer attitudes and behaviour towards products. 
In particular, the focus of this research is how country-of-origin influences Lithuanian consumers’ attitudes and 
behaviour towards buying foreign versus domestic beauty products and, ranks some of beauty products’ countries-
of-origin by customers’ preference. Thus, this particular research contributes to the field of country-of-origin by 
providing most significant results of previous research in the area of country-of-origin; by providing an 
understanding of Lithuanian consumer attitudes and behaviour in relation to country-of-origin; and by providing 
invaluable information for organizations that can be used in increasingly competitive beauty products marketplace. 
Consumers search for country-of-origin information consciously or unconsciously and involve it in the evaluation 
process (Henderson, Hoque, 2010) while country stereotypes may be negative or positive. Sohail, Sahin (2010) 
believe that consumers use the country-of-origin cue symbolically, i.e., as an associative link: Denmark – 
agriculture, France – fashion and design, Germany – technology and engineering, etc. However, Hamzaoui-Essoussi 
(2010) found that country-of-origin effect on consumer behavior vary from one country to another, based on 
perceived disparities at the economic but also at the sociocultural level, as well as other factors.  
Sohail, Sahin (2010) prove that there is a relationship between a country’s general image and its product image. If 
a consumer has a negative image of a given country, he or she is likely to develop a similar image of the products 
originating from that country. Certain products are considered to be more ethnic, more typical of some countries than 
of others, and producers often attempt to benefit from these linkages by referring to their national origin in the 
marketing of their products. 
Hamzaoui-Essoussi (2010) suggests that there are differences in consumer country-of-origin effects between high 
and low complexity products, and between symbolic and functional products. Furthermore, Henderson, Hoque 
(2010) found that country-of-origin effect is stronger when evaluating high-involvement products as compared to 
low involvement products. This implies that international marketers working with high-involvement products might 
successfully use country-of-origin based positioning of their products as part of their marketing strategy. However, 
this depends on whether the country-of-origin image is favorable or not.  
Thakor, Lavack (2003) prove that the effect of country-of-origin of brand is more important than country-of-
origin of the place in which the product is manufactured. For example, the product may be made in Vietnam but the 
brand is originally from Italy, and, therefore, the country of origin of brand plays a significant role on purchase 
behaviour. However, Rezvani et al. (2012) employ subjects of ethnocentrism and patriotism in the research of 
country-of-origin effect. These subjects are considered as an obstacle for international organizations entering the 
global market because they express the preference of customers and their purchase intention towards domestic 
products. Vida, Dmitrovic, Obadia (2008) found that various studies have demonstrated considerable effects of such 
buyer subjectivity on consumption behavior, product evaluation decision, brand loyalty, perception of advertising 
messages, decision-making styles, perceived risk, and word-of-mouth behavior. 
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2. Method 
The research was provided as a part of a general research named “The Impact of Country-of-Origin on Product 
Choice”. Endeavoring to determine the effect of country-of-origin on beauty products’ choice, the questionnaire 
survey was provided. The questionnaire was composed of three main parts.  
The first part of the questionnaire was intended to reflect general respondent’s valuation of country-of-origin. 
There were two questions provided achieving to determine the general influence of “Made in ...” feature of a 
product, and providing a choice possibility between Lithuanian and foreign production. Moreover, the product 
category was not provided in the first part. 
At the second part of the questionnaire, questions were related to a product category. In latter questions, seven 
countries were given for respondents’ evaluation: Lithuania (LT), Russia (RU), China (CH), France (FR), Germany 
(DE), Poland (PL), and Italy (IT). Particularly, Lithuania was chosen achieving to prove an ethnocentrism (or a lack 
of it) of consumers; Germany and Poland were chosen from the list of Statistics Lithuania (2013) as main European 
Union’s importers to Lithuania; Italy and France were chosen randomly from the list of European Union countries 
importing to Lithuania; Russia was chosen as the main importer to Lithuania form the list of Commonwealth of 
Independent States. China was chosen as a hugest importer from the list of “other countries” importing to Lithuania. 
Respondents were asked to rank their priorities (from ‘1’ – ‘most favorable’ to ‘7’ – ‘least favorable’) for a specified 
category’s products made in these countries. 
The ending part of the questionnaire was socio-demographic. Respondents were asked to indicate their gender, 
age, income (for one family member), number of family members, occupation, and education. 
The research was conducted on January-March, 2013; 1262 respondents participated in the survey. According to 
demographic characteristics provided, 448 male and 814 female were interviewed; 429 respondents belonged to 18-
25 age group, 345 respondents were 26-35 years old, 237 respondents were 36-45 years old, 175 respondents 
belonged to 46-55 age group, 62 and 14 respondents belonged to 56-65 and more than 65 age groups, respectively.  
Analyzing income distribution, average respondent’s income was found to be 1500-2000 Litas per person per 
month (according to Statistics Lithuania (2014), average monthly salary 2013Q1-3 was 1753 Litas; 1 Litas = 0.2896 
Euro); average household size – 3 person. 
3. Results 
Initially, it was important to determine, if respondents’ consider country-of-origin while choosing a product. 
According to the results obtained, 50.2 percent of respondents’ always consider country-of-origin, 40.7 percent of 
respondents’ consider it ‘sometimes’, and only 9 percent indicated that they do not consider country-of-origin while 
choosing a product. Moreover, in case of situation when faced with choice of similar products made in different 
countries, even 62.9 percent of respondents indicated that they would choose Lithuanian production; 24.7 percent of 
respondents did not see a difference between Lithuanian and foreign production; 12.4 percent of respondents 
indicated foreign production as a basis for their choice priority. Research results indicated that Lithuania as country-
of-origin was acceptable and favorable for Lithuanian consumers. 
However, the research aimed to analyze the effect of different countries-of-origin on Lithuanian consumers’ 
choices for beauty products. Respondents’ rankings are provided in the Table 1 below. 
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Table 1. Country-of-origin evaluation means compared to consideration of country-of-origin while choosing a product 
Choice priority for a country-of-origin 
Country-of-Origin of a beauty product 
FR GE IT LT RU PL CH 
Lithuanian 
Mean 2.23 2.81 3.39 3.25 4.52 5.22 6.43 
N 794 794 794 794 794 794 794 
Std. Deviation 1.64 1.27 1.53 1.71 1.50 1.35 1.21 
Foreign 
Mean 2.04 2.70 2.99 4.07 4.74 5.21 6.12 
N 156 156 156 156 156 156 156 
Std. Deviation 1.52 1.34 1.58 1.64 1.46 1.42 1.39 
Indifferent 
Mean 2.20 3.01 3.00 3.68 4.63 5.06 6.21 
N 312 312 312 312 312 312 312 
Std. Deviation 1.63 1.49 1.47 1.69 1.58 1.42 1.44 
Total 
Mean 2.20 2.85 3.25 3.46 4.58 5.18 6.34 
N 1262 1262 1262 1262 1262 1262 1262 
Std. Deviation 1.62 1.34 1.53 1.72 1.52 1.38 1.30 
 
Research results provided in Table 1 demonstrate the distribution of evaluation of countries. As it can be seen, the 
most favorable country-of-origin for beauty products in Lithuania is France. The average ranking for France as a 
country-of-origin was found to be 2.20; moreover, even 649 respondents (51.4 percent) indicated France as their first 
preferred producer of beauty products. Beauty products produced in Germany were ranked highly, as well. Even 
16.2 percent of respondents ranked Germany as their most favorable country-of-origin of beauty products; 26.6 
percent of respondents indicated latter country as their second, and 31.5 percent as their third choice producer of 
beauty products.  
At the other extreme of the rankings appeared to be China. Even 872 respondents (69.1 percent) indicated China 
as their least favorable beauty product producer. Poland and Russia were found to be not attractive countries-of-
origin for Lithuanian beauty products’ consumers, as well. Event 35.7 percent of respondents ranked Poland as their 
sixth choice (out of 7) country-of-origin; as for Russia, 29.1 percent ranked this country as their fifth, and 27.1 
percent ranked as sixth choice. 
The rankings of two remaining countries (Italy and Lithuania) were similar. Moreover, while analyzing rankings 
of these countries-of-origin in a framework of choice priority for national or foreign products, it can be seen that 
respondents’ priorities switch. Those respondents who preferred purchasing Lithuanian products, ranked Lithuania 
as a country-of-origin higher than Italy (as marked in grey in Table 1 above). Moreover, even 20.4 percent of 
respondents ranked Lithuania as their first choice. 
As it can be seen in Table 1, those respondents who indicated their choice priority for foreign countries, ranked 
their preference for Lithuania as a country-of-origin of beauty products much lower than other respondents. 
Analyzing country’s attractiveness for Lithuanian consumers in terms of country-of-origin of beauty products, the 
following ranking can be provided (see Table 2). 
 Table 2. Attractiveness of country-of-origin for Lithuanian beauty product consumers  
Country Average ranking Final rank 
France  2.20 1 
Germany 2.85 2 
Italy 3.25 3 
Lithuania 3.46 4 
Russia 4.58 5 
Poland 5.18 6 
China 6.34 7 
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According to research results, three groups of countries-of-origin of beauty products can be defined: attractive 
countries-of-origin (France, Germany), neutral countries-of-origin (Italy, Lithuania), unattractive countries-of-origin 
(Russia, Poland and China). 
4. Conclusions 
The influence of country-of-origin on consumer behavior has been a topic of many studies. In scientific literature, 
the effect of country-of-origin is listed among the key-factors determining consumers’ choice. Differences in 
consumer country-of-origin valuations among different product categories can be found, as well. Moreover, 
scientific analysis highlighted the existence of discrepancies between empirical findings by Lithuanian and foreign 
authors in the field of the influence of country-of-origin on consumers’ choice. However, Lithuanian researchers’ 
contribution to the analysis of the effect of country-of-origin on product choice was found to be scarce. 
Research results indicate that Lithuanian consumers care about country-of-origin while choosing a product. 
Generally, Lithuanian consumers appeared to prioritize national production; however, while considering a choice of 
beauty product, Lithuanian consumers better choose foreign production, e.g., French, German or Italian. Lithuanian 
beauty product producers should consider latter results, while creating and implementing their marketing campaigns.  
According to empirical results, three groups of countries-of-origin of beauty products were defined: attractive 
countries-of-origin (France, Germany), neutral countries-of-origin (Italy, Lithuania), unattractive countries-of-origin 
(Russia, Poland and China). 
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